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I know someone who is a real stickler for recycling. She recycles her glass, 
paper, aluminum and cardboard. She lives in a city where most of these items 
are picked up by local agencies on a weekly basis. Plastic isn’t picked up, so 
she drives to the local recycling center in town once every now and then to 
drop it off. When she goes out to buy groceries, she brings used paper shop- 
ping bags. She'll get 10 or 15 trips to the grocery store out of the same double 
bag before it falls apart. She tries not to buy products that are overpackaged. 
She does not read newspapers because she feels they create an unmeasurable 
amount of waste. Instead, she gets her news from the radio or Internet. Old 
clothes or clothes that don't fit anymore she takes to the Salvation Army. She 
carefully plans meals to avoid throwing out food. She shares a medium-sized 
car with her husband. She tries to walk instead of using the car, when and 
wherever she can. She occasionally tries to get off mailing lists to stop the 
barrage of catalogs arriving in the mail each day, but she found out that try- 
ing to do so often increases the number of catalogs she receives. She’s working 
on trying to beat that scam. 

Sometimes I try to imagine what this world would be like if everyone acted 
the way she does. Some people say that recycling and reusing are a drop in 
the bucket, that they don’t address the real problems this world is facing. I 
say that these activities probably are some of the most important, because 
they are the simplest and easiest things everybody can do to reduce waste and 
limit consumption. Recycling is a great place to start caring about the envi- 
ronment. Best of all, if you commit to recycling, you start realizing how much 
you consume. If overconsumption is one of the greatest threats facing planet 
Earth, and I believe it is, then recycling and reusing are where you start turn- 
ing the tide. 

A person who grows up believing in the value of recycling and the need to 
limit consumption, and who understands that the Earth’s resources are finite, 


will be a different corporate head or ad exec than the one who never cared or 
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thought about these issues in the first place. The problem is that in today’s 
marketplace the former hardly stands a chance. The reason is obvious: because 
the public by-and-large doesn’t demand responsible use of resources from 
industry. It’s not that they don’t agree with the issues; most people actually 
do. They just don’t believe that their individual actions and demands can make 
areal difference anymore. They are simply overwhelmed by the onslaught of 
products. 

And so it is in design and advertising. A few months ago, a number of adver- 
tising and design people signed and published the Firat Things First 2000 
manifesto in an effort to encourage and inspire colleagues to put their cre- 
ative talents to a more socially responsible use. The general response to this 
publication was one of skepticism. Most respondents said it is unrealistic to 
think that anything can be changed about today’s market-driven society. I 
disagree again. Much can be done, and being a socially responsible designer 
or ad person does not mean quitting your ad agency job to work for your local 
ecology center. It means working at your job with an understanding that your 
actions affect others far beyond whether they will or will not buy your gizmo. 
Something as simple as considering the use of real recycled paper containing 
a high percentage of post-consumer waste, or to not overpackage a product, 
is a great way to start making a difference. Imagine all designers and ad peo- 
ple doing this on a regular basis - it would have a tremendously positive effect 
on our resources and environment. 

There are examples of this being done successfully. Take a company such 
as Patagonia, for instance, which makes outdoor gear. Much of their catalogs 
and clothing are produced using recycled and organic materials. They've built 
a lasting and powerful image based on the simple premise of being environ- 
mentally conscientious. It’s part of their brand identity. As such, they are 
mavericks. 

Advertising has become very shrewd at coopting society’s most radical 
ideas to hawk product. What are at first taboos eventually become tools for 


targeting specific audiences. Wouldn't it be a radical idea if eco-friendly pack- 
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aging were coopted as a marketing strategy by large corporations? The use of 
recycled materials and development of recyclable and reusable packaging 
would, in turn, bring this awareness to the greater population - that packag- 
ing containers have material value and that they should not become trash the 
moment they are emptied. 

Imagine when Patagonia’s model is copied and applied on a much larger 
scale. I predict it will catch on like wild fire. Not just because it will make 
everyone look smart like Patagonia, but because doing the right thing is 
intoxicating. Once you start caring about the environment and become aware 
of the positive difference that you can make as a citizen and a professional, 
you'll want to do more. Like the person in the beginning of this article; there’s 
no turning back for her. It becomes a way of life. | know, because she also hap- 
pens to be my wife. She inspired me to change my ways, which brings me to 
the idea behind this issue. 

At Emigre, over the past 16 years, we have saved all our obsolete comput- 
ers and other hardware. It now occupies three gigantic shelving units in our 
warehouse. It is a computer mortuary of sorts, collecting dust. At first we held 
on to outdated hardware simply because we thought it might come in handy 
later. And to some degree we felt a certain sentimental attachment - among 
the heaps is a Macintosh 128, the very first Macintosh computer. Then, as the 
stacks of outdated computer equipment grew, we reached a point where we 
simply couldn't get ourselves to throw it out, feeling guilty about filling up 
landfills with plastic. 

As we continued adding outdated equipment at an ever-increasing pace, 
seeing the shelves bending under the weight of old hardware, we began to 
worry. We started to imagine that perhaps our true professional legacy, the 
things that will have the most impact, the stuff we'll pass on and that will 
remain for generations to come, are not the Emigre Fonts, or the issues of 
Emigre magazine, but these heaps of planned obsolescence. And that became 
a depressing thought. 

Our situation is not unique. Most design studios, or any office for that mat- 
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Eidetic Neo 


EIDETIC NEO REGULAR 9/12 POINT 
Typinon habent claritatem insitam; est usus legentis in iis qui facit eorum 
claritatem. Investigationes demonstraverunt lectores legere melius quod 
ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 
mutationem consuetudinum lectorum. Mirum est notare quam littera 
gothica, quam nunc putamus parum claram anteposuerit. 


EIDETIC NEO 1TAK 
Typi non habent claritatem insitam; est usus legentis in iis qui facit eorum 
claritatem. Investigationes demonstraverunt lectores legere melius quod 
ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 


point 


mutationem consuetudinum lectorum. Mirum est notare quam littera 


gothica, quam nunc putamus parum claram anteposuerit.. 


4 fonts $95 


E1OETIE MEO HOLD 9/12 POINT 

Typi non habent claritatem insitam; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. Claritas est etiam processus dynamicus, 
qui sequitur mutationem consuetudinum lectorum. Mirum est notare 
quam littera gothica, quam nunc putamus parum claram anteposuerit. 


EIDETIC NEO BOLO ITALIC 9/12 POINT 


Typi non habent claritatem insitam; est usus legentis in iis qui facit 


eorum claritatem. Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. Claritas est etiam processus dynamicus, 
qui sequitur mutationem consuetudinum lectorum. Mirum est notare 
quam littera gothica, quam nunc putamus parum claram anteposuerit. 


8 fonts $159 


C1DETIE NEO BLACK F 
Typi non habent claritatem insitam; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. Claritas est etiam processus dynamicus, 
qui sequitur mutationem consuetudinum lectorum. Mirum est notare 


quam littera gothica, quam nunc putamus parum claram anteposuerit. 


EIDETIC NEO OMNI 4/12 POINT 


Tupi non habent cLaritatem insitam; est usus Legentis in | 
iis qui facit eorum cLaritatem. Investigationes demon- 
straverunt Lectores Legere meLius quod iiLequnt saepius. 
cLaritas est etiam processus dynamicus, qui sequitur 
mutationem consuetudinum Lectorum. 

4 fonts $95 
TYPI NON HABENT CLARITATEM INSITAM; EST USUS LEGENTIS IN IIS QUI 
FACIT EORUM CLARITATEM. INVESTIGATIONES DEMONSTRAVERUNT LEC- 
TORES LEGERE MELIUS QUOD II LEGUNT SAEPIUS. CLARITAS EST ETIAM. 
PROCESSUS DYNAMICUS, QUI SEQUITUR MUTATIONEM CONSUETUDINUM 
LECTORUM. 
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NEW BOOKS! 


UNCANNY: THE ART & DESIGN OF SHAWN WOLFE 
Published by Houston 


UNCANNY Teates nel ccsivales areal Coe op toe 


$24.95 


(.) 
Edited by Jlirgen X. Albrecht, Stuart Bailey and Peter Bilak 
Published by Broodje & Kaas Publishing House 


$12.00 


HARD SLEEPER (DREAMING OUT LOUDEST) 
By Peter Maybury 
Published by Emigre 


LIFT & SEPARATE: 

GRAPHIC DESIGN AND THE QUOTE UNQUOTE VERNACULAR 
Edited and designed by Barbara Glauber 

Published by Princeton Architectural Press, Co-published with 
the Herb Lubalin Center, The Cooper Union 


$20.00 
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NEW BOOKS! 


CUCAMONGA 
By Rudy VanderLans, Publis: 


$24.95 


NEW MEDIA. NEW NARRATIVES? 
American Center for Design Journal. 
Edited by Lo 


Sandhaus. Designed by Sophie Dobrigkeit. 


$30.00 
is REMAKING HISTORY 
UE American Center for Design Journal. 
es Designed and edited by Andrew Blauvelt. 
NEW MEDIA. T f the ACD Journal contains ¢ 
EW NARRATIVES? [aimee 
$20.00 


SUPERSONIC TRANSPORT 
A Survey of Independent Pop Culture Magazines. 
Published by Charles H. Scott Gallery. 


SUPRRE SONIC 


TRANSPORT SSpogesss 


frcover, perfect bound. $15.00 
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Graphic Design 


into the Digital Realm 
Dice \GiN 


MORE BOOKS 


BY DESIGNERS FOR DESIGNERS 


1. LOOKING CLOSER 2: CRITICAL WRITINGS ON GRAPHIC DESIGN 
Edited by Michael Bierut, William Drenttel, Steven Heller and DK 
Holland. Published by Allworth Press, Co-published with the AIGA. 
Looking Closer 2 addresses the issues that have sparked discourse and 


discord over the past two years, And like the fi 
serves as an ad hoc textbook of graphic design criticism, Featuring com= 
mentaries, manifestoes, reviews, editorials, and reportage by, among 
‘others, Robin Kinross, Tibor Kalman, Ellen Lupton, Katherine MeCoy, 
Véronique Vienne, Zuzana Licko, Rick Poynor, }. Abbott Miller, Jon 
Wozencroft, Ellen Shapiro and Andrew Blauvelt 

272 Pagos, 6.75 x 10 inches, softcover. 618.95 


the second volume 


2. EMIGRE (THE BOOK): GRAPHIC DESIGN INTO THE DIGITAL REALM 
Edited and designed by Emigre. Published by Van Nostrand Reinhold. 
In 1984 Emigre magazine set out to explore the as-yet-untapped and 
uncharted possibilities of Macintosh-generated graphic design. Boldly 
new and different, Emigre broke rules, opened eyes and eared its 
creators, Rudy Vandertans and Zuzana Licko, cult status in the world of 
grophic design. 96 Pages, 11x 15 inches, softcover, over 300 illustrations, 
with commentary from VanderLans and Licko. Essoy by Mr. Keedy. 
Regular Edition: $24.95 (2 item shipping rate). 

Deluxe Edition: $50.00 (4 item shipping rate). 

The Deluxe Edition of the book is hand-signed by the authors and 
presented in a hand-made, cloth=covered slipcase. 

Deluxe edition also includes THE EMIGRE MUSIC SAMPLER NO.3 CO 


5. SOUL DESIGN 

Works by 18 Graphic Designers, Curated and produced by Kali Nikitas. 
This exhibition and catalog gave designers, who are often restricted by 
client obligation, creative freedom and the opportunity to use their skills 
to communicate something racted in their own history. Eighteen graphic 
designers were invited to submit one project-specific piece celebrating 
someone who has had a profound and meaningful effect on their life. 
Includes work by Allen Hori, Gail Swanlund, Jan Jancourt, Mike Kippenhan, 
Sara Cambridge and others, as well as essays by Arthur Redman and Rob 
Dewey. 40 pages, 11 « 17 inches, paperback, $15.00 


4. PAUL RAND: AMERICAN MODERNIST 

By Jessica Helfand. Published by William Drenttel New York. 

This book contains two long critical essays on Paul Rand, arguably the 
most celebrated American graphic designer of this century. Helfand 
explores Rand's particular form of modernism and his role jn creating the 
new visual language which revolutionized American design as both an art 
and a business. Helfand offers fresh insights into Rand's passionate 
interests in the European avant-garde, his seminal influence on American 
design education, and the enduring relevance of his work for American 
corporations, most notably for IBM. This is the first book on Rand since 
his death in 1996, and brings to light fascinating contradictions that 
make his legacy all the more distinctive. Designed by William Drenttel and 
Jeffrey Tyson, Sat in Filosofia, 

86 Pages, 4.5x7 inches, paperback in dust jacket. $12.00 


5. [eee] 

Four-Letter Word, or [****], is. a magazine produced, designed, 
authored, and published by Thirstype. “FINK” is the second issue ina 

series of conceptual pop commentary that will focus on, look into, draw 
from, and fuck with, any and everything that captures the authors’ 
attention. Better yet, [****] will allow the reader to indulge in exc: 
production values and maximum rejuvenation of the self. Each edition 
will be limited to 1,000 copies. 32 Pages, 8.5 x 12.25 inches, velour 
softcover with embossed bunny logo, $20.00 


6. PALM DESERT 

The first book of photographs by Emigre magazine creator Rudy 
VanderLans. It is based on the music and lyri¢s of Los Angeles-based 
composer Van Dyke Parks and pays tribute to both Parks and Southern 
California. Somewhere between fact, fantasy and fiction, this book 
visualizes the environment evoked in Parks's 1768 composition "Palm 
Desert,” and echoes his creative approach of blending classical, 
historical, vernacular and environmental themes. The result is G mix of 
fan's tribute, documentary photography, impressionism, and experi= 
mental music review. With essays by Brian Schorn and Kenneth FitzGerald 
The book also includes a bonus music CO containing the original track 
“Palm Desert" by Van Dyke Parks, os well at three adaptations by Emigre 
Music recording artists Itchy Pet, Honey Barbara, and Elliott Peter Earls 
Playing time 21 minutes. 96 pages, 5.5 x 8.5 inches, 75 full color and 
ductone photographs, cloth cover with blind emboss, case bound, with a 
CD attached in the back, $24.95 


7. AND SHE TOLD 2 FRIENDS 

Edited & designed by Kali Nikitas. 

This catalog documents an exhibit held at Woman Made Gallery In 
Chicago, Illinois, in june 1996. And She Told 2 Friends celebrates the 
female network that exists within the global design community and 
to acknowledge the link between contributions made by women and the 
support and admiration that exists among them, By inviting two women 
to submit work and asking each one to do the same, and so on, this 
exhibit curated itself: Each designer chose their own submission, and 
provided the text accompanying theit work together with their reasons for 
inviting their two "friends." Includes work by Barbara Glauber, Rebeca 
Méndez, Denise Gonzales Crisp, Ellen Lupton, Robynne Raye, Lorraine Wild 
and others. 44 Pages, 9,25 13 inches, softcover, perfect bound. $9.95 


§. 50 QUESTIONS 50 ANSWERS 

Published by 124/3. 

This booklet was published on the occasion of Emigre in Istanbul: 

An Exhibition of Typographic Design. Featuring a lenghty interview with 
Emigre's Rudy VanderLans presented in both Turkish and English. 
Produced and designed by Turkish designer Esen Karol, 

48 pages, 5.75 «7.875 inches, paperback in dust jacket. $12.00 


9, THE GOOD LIFE [BLISS IN THE HILLS] 

A Thirst production. 

Written and designed by Rick Valicenti for the Friends of Gilbert. This lush 
book is meant ax "a mid-life celebration of turning fortyfive, twenty- 
three years of matriage...and two years of working at home with family, 
ind the occasional glitch in the software.” The book is "starring 
his family and friends in the hood.” 

24 Pages, 18 x 11,875 inches, softcover, including dye-cut transparent 
pages, Hand-signed by the creators, $30.00 


RUST BELT 

Composed and Recorded by Orangeflux: Kristina Meyer and Matt Fey. 
Rust Belt is graphic music; an expression of lyrics, harmonies and rhythms 
composed with type. Each of the fourteen tracks found on Rust Belt use 
typefaces created by Orangeflux to complement and communicate lyrical 
content. Instruments ranged from the classical (ink pen, letterpress, 
Jead rubbings, and rubber stamps) to the more modern (computer, 
copier, scanner and laser printer). Guest artists include, Steve Gariepy, 
Patrick Dorey, Sam Meyer and Allen Parmelee. Limited signed and 
numbered edition, Only 468 copies pressed. 

The 24 page, visual recording is offset pressed in one color, slipped into a 
die-cut dust cover, and placed ina 12x12 inch letterpressed, gatefold 

/¢. Also included is a 12436 inch, 2-sided, 2-color poster. $30.00 


11. LESSONS IN URBAN EDUCATION: 

AN OUTDOOR PROJECT FROM SWALLOW PRESS (X2) 
Published by Swallow Press (x2). 

This is the original project that formed the basis for the visual 
created by Swallow Press (x2) for Emigre "53. Using the streets and 
sidewalks of Portland as their stage, artist team Swallow Press (x2) 
strives to challenge traditional notions of art, ownership and authorship 
in the public sphere. Lessons In Urban Education, presented during the 
fall of 1999, was a city-wide campaign consisting of posters containing 
non-linear images and text meant to inject art into the everyday. 2000 
posters were stapled to telephone poles and wild-posted throughout the 
Portiand Metropolitan area encouraging viewers to play an active role in 
interpreting, decoding and understanding the six-part "story" they 
present. A limited number of posters remains and are available for 
purchas 
Poster, 23-5 x 56 inches, offset printed on matte coated stock in full color 
‘on both sides, presented folded in custom designed envelope. $12.00 


12. THE CULTURE OF AESTHETIC POVERTY 

Published by Titanium. 

Edited and designed by Kevin Grady, The Culture of Aesthetic Poverty isa 
collection of essays, poetry, and photographs exploring design and social 
responsibility, The book features contributions from architects Brenda 
‘and David Scheer, RES Media creative director Colin Metcalf, 
(go Hall of Famer Arnold Friedmann, psyehotherapist F. Patrick 
Grady, and renowned comic artist R. Crumb. The book decries the lack of 
value placed on aesthetics in American society. “If aesthetics have any 
innate valu Metcalf, "it is as marketing tool, Designers are not 
to explore the leading edge of their professions, They are service dolts 
who are to fulfill a market agenda by simply providing the expected and 
facilitating sales projections.” 

64 poges, Sx 7 inches, softcover, $12.00 


13. CHEW ON IT: NEW GENRE HYBRID LANGUAGE 

Edited by Jon Jicha and Deborah Littlejohn. Designed by D. Littlejohn. 
‘This book is the result of documentation, writing, and representation 

‘of cloments within an exhibition bearing the same title at Western 
Carolina University in February 1999. The exhibition featured digital audio 
‘and video works by artists/designers Marion Delhees, Elliott Peter Earls, 
P. Scott Makela, Laurie Haycock-Makela, and Piotr Szhalski. These artists 
wore invited because of their inherent interest in developing new 
connections between language, content, and culture. The publication 
‘extends this examination of language and the connections between 
traditional ranges of media information, and our associations with these 
new technological forms. Essay by Jon Jicha and Deborah Littlejohn 
Interview with Piotr Szhalski, 52 page 25x 10.75 inches, over 100 
iustrations, 36 in color, softcover. $15.00 


14, EMIGRE (EXHIBITION CATALOG) 

Edited and designed by Emigre. Published by Drukkerij Rosbeek by. 

In February 1998 Emigre received the Charles Nypels Award, an award 
which is assigned once every two years to an individual of institution that 
has made significant innovations in the area of typography. On the 
‘occasion of this event an exhibition of the work of Emigre was held at the 
Jan van Eyck Academy in Maastricht, Holland, and an accompanying 
catalog was published and printed by Drukwerlj Rosbeek bv. The catalo; 
which was designed and compiled by Emigre, features essays by Rick 
Poyner and Lorraine Wild, c selection of quotes from back issues, as well 
as samples of Emigre's layouts and typefaces. 

72 Pages, 7.75 x 7.75 inches, softcover with fiaps, perfect bound. $20.00 
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EMIGRE SCRIPT LOGO T-SHIRT 


er. S/M/L/XL $15.00 


THE APOLLO PROGRAM/EMIGRE T-SHIRT WRAPPING PAPER 


S/M/L/XL $15.00 


ube, $12.00 


DESIGN IS 
A GOOD IDEA 


HAT T-SHIRT 


+. XL $15.00 


DESIGN IS A GOOD IDEA 
Mousepad $3.95, 


EMIGRE HOUSE LOGO T-SHIRT | 


DESIGN IS 
A GOOD IDEA 


weww.emigretcom 


DESIGN IS A GOOD IDEA T-SHIRT 


S/M/L/XL $15.00 


jer $12.00 
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EMIGRE MUSIC 


COMPACT DISCS & CASSETTES (AVAILABLE ONLY THROUGH EMIGRE) 


AUDIOAFTERBIRTH COMMBINE 


Wow! Where did this dise come from? This 


doesn’t sound like starter stuff; destabilizing 
the grid, jerking the digital clock, Mr. Makela 
knows how to control the machine by softening 

r those quantized tracks."" Industrial Strength 
Magazine 


“AudioAfterBirth is a winning blend of industrial 


hip-hop, funky bass, and memorable tunes, Imagine an otherworldly mix 


of Nine Inch Nails, 800 


sy, and Cole Porter. in-your-face technologyand | 
r&b rarely sound this good together." City Paper, Baltimore | 
Complicated pulsating rhythms for the industrial head who wants to play 


with something hard, raw and exciting, like vibrating indus 


al fluxed | 
electro-vocals. With a slow, digging bump and grind, this dishes out nasty 


stuff such as backwards tape vocals and a real tough bass kick. These 


dangerous musicians chop up and serve you your ears like the best of 
them.” Industrial Nation 
"AudioAfterBirth succeeds best at its basest level — this album rocks 


| These songs are terrifying examples of what can happen when you allow a 


| pair of naughty punkers with a P-Funk sensibility complete access to 
digital sampling equipment.” Rockpool 


on of Captain Beefheart.” Option 


"Imagine if Trent Reznor lived in Minneapolis instead of Cleveland, was 


Jess angry, more obscure, and 4AO put out his record. Got it? Meet P. 


Scott Makela and AudicAfterB) 
CASSETTE $5.00 


BASENEAD PLAY WITH TOYS 

Michael Ivey's fragile melodies and quavering 

vocals create a quiet sadness that’s never been 
B D heard in rap before; the result is one of the 


| 
"Like a more hip-hop ver 
h's debut, Commbine.” Trip 


rf bleakestaxpressions of African: American angst 
| since Sly and the Family Stone's 'There’s a Riot 
Goin On.” Details 
| 


Play With Toys sounds like it was recorded with 
only a fistful of dollars and a 40-ounce, rendering sad the sonic grandeur 
of many high=budget blowhards," Spin 

"Every once in a great while, a recording comes out of thin air, without 
the fanfare of hype, and simply blows our socks off, Truly the find of the 
year, Basehead inhabits a shadowy, damp alcove you'll want to curl up 
again and again.” CMJ 

Most arresting album of "91." Pulse 


This is hip-hop wiping the rules of identity off the chalkboard and 


cading up a new program. For me, that’s the bes! 
offer.” The Village Voice 
Play With Toys is @ concept album that ties rock, funk, blues and honky. 


at pop music can 


tonk to rap, presenting a cut-and-paste style that should make many 
citizens of the now formula-oriented hip-hop nation blush.” Rolling Stone 
CASSETTE $5.00 


SINARY RACE FITS AND STARTS 
=n Weinary ReGats Tom Ware praducan a dallghetul 
= change offelactronlc musleal diceetlon| het 
meids the bast features of Kraftwerk, 808Stote | 
aga Ginesletante Nenbauben witha steel 
iiphel you sah lmnaplntaltak cre son pentaane 
indi deliy) sux plansa scope theta 
anciurentiy An iiiddlal dehlavettent thar dasaiven atten Hon fact 
iisccrorie widsle Reake ahd anyone who enjoys innovation Rackwoo! 
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want to start with ‘Ready’, 'Say’ and the Yoko Ono m: 
terror of 'No Can Do." Hard Report 
€0 $10.00 CASSETTE $5.00 


RAY CARMEN NOTHING PERSONAL 


This is a refreshing taste of glimmering pop 


gems, seamlessly crafted, performed by an 


artist who obviously loves the pop form." Gajoob 


“A most welcome surprise. It’s kind of nice and 
a welcome change of pace to see and hear 


somebody out there keeping power pop alive 


and well.” Loafing the Donkey 


"Charming poppy songs which are quite clever with delightful br 


hooks and riffs. Actually, this is quite brilliant, and o great break.” 
ND Magazine 
0 $10.00 CASSETTE $5.00 


EVERY GOOD BOY SOCIAL GRACES 

This is a very quiet album forall its many 
instruments; there's o well thought out 
atmosphere that is calm and intelligent 
The Splatter Effect 


Unlike too many musicians with a point t 


make, Every Good Boy puts as much, maybe 


more, faith in their music es in their lyrics, 


that makes a big difference. You have to admire a band nobody's heard 
that writes a no-sell-out song: you end up liking them when you discover 


that you're singing along.” Option 


Every Good Boy deliver a packet of seemingly simple music that emi 


complex moods. Ina way, you could draw comparisons all day with Every 


Good Boy, but the end result would look like a who's who list of 
progressive/avant music. It’s probably best to simply say this is a one 


the musically adventurous, Social Graces isn't afraid 


of-a-kind d 


to venture where others stray. Dig the new breed.” Illinois Entertainer 


Every Good Boy takes pop music, slows it down to the pace of the Twin 


Peaks soundtrack, and ads enough twists to each song to give this CD 


almost eerie feeling, almost as if Rod Serling had engineered this CO. 
Alternative Press 
€D $10.00 CASSETTE $5.00 


EVERY GOOD BOY BALING WIRE & BUBBLEGUM 


Every Good Boy are anomalous to every decade 
n recent memory, but the band’s frighteningly 
well-developed sense of style and panache with 


arrangements have a fearless ambition 


chism between 


reconciling the late- 


punk/indie raw em: 


on and grander, more 


‘commercial’ productions." CMJ 


‘Where many a Manchester band has failed, Every Good Boy has derived 


g porfect archival sense of what the 70s psychedelic sound was all ab 


Baling Wire £ Bubblegum speaks to this 70s dementia without being the 


least bit nostalgic." Alternative Press 
CD $10.00 CASSETTE 55.00 


FACT TWENTYTWO THE BIOGRAPHIC HUMM 


Jomes Towning is @ mave 


ck in his genre 


hopefully The Biographic Humm will cause a few 
<kpool 

g to. a monolithic drum track and 

e songs with blatant ego 

behind Fact TwentyTwo's 


non mechanical gadg 


with an unshakable hes this release from 
all the automatons, pl Frorists." CMJ 

Sparse, intelligent, sa Fangements; and a suave Paddy 
McAloon-ish vocal caress in Post-paranoid, nuclear-free 
dystopia peopled with tales of shrinking men, sleepwalkers, citizens 
Kafka and Joe, and the most important man in the world.” Option 

"Fact TwentyTwo sounds like Depeche Mode-style electropop slamming 


into a wall of rusty factory parts and shortwave radios.” Pulse 


Download and listen to music samples of Emigre CDs, 


and read interviews with band members by visiting 


INE EMIGRE PRODUCT CATALOG 
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EMIGRE MUSIC 


COMPACT DISCS & CASSETTES (AVAILABLE ONLY THROUGH EMIGRE) 


HONEY BARBARA FEEDLOTLOOPHOLE 


Hon& ara tthole was Interst th, wh 
Money Ba Puncture 
The Splatter Effect 
y et Baby Sue Music Review 
pretty tasty.” B-Side 
CASSETTE $5.00 
STEPHEN SHEEHAN INMOCENCE AT WILL 
Alternative Press 
find this album brilliant." Manifesto 
th The Hard Report 


co $10.00 


| SUPERCOLLIDER SUPERCOLLIDER 


ewards.” Throttle 
f enjoyment.” File 13 
CO $10.00 CASSETTE $5.00 
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#2. DREAMING OUT LOUDER: ITCHY PET 


The Splatter Effect 
CD $10.00 CASSETTE $5.00 


CO $15.00 


THE APOLLO PROGRAM 

THROWING APPLES AT THE SUN 

THE CODEX SERIES 

NARRATIVE EXPLORATION BEYOND THE BOOK 


ISSUE NO. 1 features the work of 


CO (MACINTOSH FORMAT ONLY) $12.00 
ISSUE NO. 2 feature rn hai foe 


(0 (MACINTOSH AND PC FORMATS) $20.00 
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EMIGRE FONTS LIBRARY 


Seb ltraee Bose aMeno Wide ee aoe 
© Arbitrary “| Bose Mono Wide | Cholla Sans ‘ 
0000000600 Base Mono Wide Cholla Slab Eidetic Neo 
“\gpagen@aag (Bose Mono Wide | Cholla Slab © Eldetie Neo 
Base-12 Sans a Base Mono Wide Cholla Slab Eidetic Neo 
i Base-12 Sans : Base Mono Wide Cholla Slab Eidetic Neo 
Base-12 Sans LA & Geet’ | Cholla Wide Eidetic Neo 
Base-12 Sans — i. AGROB fiers % CHOLLA Wipe . Eidetic Neo 
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Base Mono Narrow BROTHERS S pemocratica Emigre 
Base Mono Norrow | @i@ia@anaaa@ | Dogma © | Eimire 
BaseyHono Naxrew | Cholla Sans ; pogma Emigre 
Base Mono Narrow = Cholla Sans Dogma Emigre 
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ORDERING INFO 


eived by 3 pm Pacific Standard time are shipped 


Orders 


the same day. Fonts can be downloaded 24 hours a day via 


the Emigre on-line ordering system 


ORDER ON-LINE 
HTTP://WWW. EMIGRE.COM 


This is the most convenient way to order and you'll avoid font 


costs, Also, at the Emigre web site you can preview 


ship: 


samples of fonts as well as full colar images of Emigre 
magazine back issues, posters, and other projects. You can 
order all of these items on-line 24 hours @ day. Fonts are 

available for immediate download and all other items are 
shipped the next business day. We provide a secure link for 


users with current versions of Netscape, AOL or Explorer 


browsers 


ORDER BY PHONE 
Charge your credit card or pay upon c.0.d, delivery; see 


shipping chart for details. Call 8-5 Pacific Standard time. 


PHONE: 916.451.4344 OR 
800.944.9021 WITHIN THE U.S.A. 


ORDER BY FAX 


Anytime. 


FAX: 916.451.4551 


ORDER BY MAIL 
Enclose payment by check or charge your credit card; all 
checks must be payable through a US bank, in US dollars. 
Mail to 


EMIGRE, 4475 D STREET, 
SACRAMENTO, CA 95819, U.S.A. 


GIFT ORDERS 


Have on Emigre gift shipped directly to 


end. Simply fill 
out a separate form for each address on your gift list and 
indicate that it is a gift. We can even include a short message 


f you specify 


TYPETEASE 
Typetease is an on-line typesetting tool that allows you to 
type in words or full sentences and view them in any Emigre 
font. This way, you can quickly see how a particular word 


looks when set ina certain font, It 


also possible to set a 
word or sentence in multiple fonts simultaneously in order to 


compare their look and feel. Check it out at www.emigre.com. 


Copyright © 2000 Emigre, Inc. All rights reserved. Trademarks. 
Emigre, Emigre Fonts, Arbitrary, Backspacer, Base, Big Cheese, 


Elliott's Blue Eye Shadow, Brothers, Cholla, Citizen, Council 
Dead History, Democratica, Dogma, Eidetic Neo, Elektrix 

Emperor, Emigre, Exocet, FellaParts, Filosofia, Hypnopaedia, 
Elliott's Jigsaw Dropshadow, Journal, Just Ligatures, Keedy, 


UgatureMaker, Lunatix, Mason, Matrix, Missionary, Modula, 
Motion, Mrs Eaves, Narly, Not Caslon, Oakland, Oblong, 
Ottomat, OutWest, Platelet, Quartet, Remedy, Sabbath Black, 
Senator, Smart Ligatures, Soda Script, Solex, Elliott's 
Subluxation Perma, Suburban, Tarzana, Template Gothic, Totally 
Gothic, Triplex, Elliott's Thypoid Mary 3O, Universal, Variex, 
Vendetta, Elliott's Venus Dioxide, Whirl 
Trademarks of Emigre, inc. PostScript is a trademark of Adobe 


and ZeitGuys are 


System: 


inc., TrueType is a trademark of Apple Computer, Inc 


Emigre is a registered trademark of Emigre, Inc 


EMIGRE FONTS 

Please specify format: Mac PostScript, Mac TrueType, or PC 
SINGLE FONTS 

$39 
FONT VOLUMES SAVE 15-30% 

The Apollo Program Font Set $149 

Base~12/ Base-9 Volume $199 

Base Mono Narrow / Wide Volume $149 

Blockhead / Thingbat Volume $246 

Cholla Volume $299 

Eidetic Volume $259 

Filosofia Volume $149 

Modula Round Volume $281 

Solex Volume $159 

Torzona Narrow/Wide Volume $159 

Vendetta Volume $279 

For more information about Font Volumes see page 11 or go 


to: www.emigte.com/EFoGV, htm! 


EMIGRE MAGAZINE 
U.S. 4-1SSUE SUBSCRIPTIONS 
FREE (To qualified people on the Emigre mailing list.) 
FOREIGN 4-ISSUE SUBSCRIPTIONS 
Canada $18.00 / E\sewhere $29.00 
DELUXE 4-1SSUE SUBSCRIPTIONS "SPECIAL DELIVERY” 
Are your subscriber issues of Emigre magazine arriving in less 
than perfect condition? To receive each of your subscription 
issues in a cardboard envelope, please select the deluxe 
special delivery subscription: Deluxe US $49.00 
Conese $65.00; Elsewhere $73.00 
EMIGRE MAGAZINE BACK ISSUES 
Issues 21, 22, 26, 28, 30-57, 39-41, 43-50, and 55 are 
available at the cover price of $7.95 A limited number of 
es starting at $50.00 


collectors issues is available at p: 


BOOKS 
50 QUESTIONS 50 ANSWERS 
$12.00 1 item shipping rate 
CHEW ON IT: NEW GENRE HYBRID LANGUAGE 
$15.00 1 item shipping rate 
CUCAMONGA 
$24.95 1 item shipping rate 
THE CULTURE OF AESTHETIC POVERTY 
$12.00 1 item shipping rate 
(...) 001, 001, oor 
$12.00 1 item shipping rate 
EMIGRE (EXHIBITION CATALOG) 
$20.00 1 item shipping rate 
EMIGRE (THE BOOK): GRAPHIC DESIGN INTO THE DIGITAL REALM 
Regular edition $24.98 2 item shipping rate. 
Deluxe edition $50.00 4 item shipping rate 
'], issue *2, "Fink 
$20.00 } item shipping rate 
THE GOOD LIFE: BLISS IN THE HILLS 
$30.00 2 iter shipping rate 
HYPNOPAEDIA BOOKLET 
$5.00 1 item shipping rate 
LESSONS IN URBAN EDUCATION 
$12.00 } item shipping rate 
LIFT § SEPARATE 
$20.00 2 item shipping rate 
LOOKING CLOSER 2: CRITICAL WRITINGS ON GRAPHIC DESIGN 
$18.95 1 item shipping rate 
NEW MEDIA. NEW NARRATIVES? 


$30.00 2 item shipping rate 
PALM DESERT 
$24,95 } itom shipping rate 


PAUL RAND: AMERICAN MODERNIST 
$12.00 3 icem shipping rate 
REMAKING HISTORY 
$20.00 1 item shipping rate 
AUST BELT 
$30.00 2 item shipping rate 
AND SHE TOLD 2 FRIENDS 
$9.95 3 ixem shipping rate 
SOUL DESIGN 
$15.00 2 item shipping rate 
SUPERSONIC TRANSPORT 
$15.00 2 item shipping rate 
UNCANNY: THE ART & DESIGN OF SHAWN WOLFE 
$24.99 2 iver shipping rate 


SAMPLER BAG 
A collection of Emigre goodies $15.00 1 item shipping rate 


THE EMIGRE 


EMIGRE MUSIC 


Please see our on-line music offers, 


featuring the MUSIC 
VOLUME PACK of 7 CDs « 1 posters; special prices available only 
when ordered on-line. httpi//www.emigre.com/EMusic.htm! 
BALING WIRE & BUBBLE GUM Every Good Boy 
CD $10.00 Cassette $5.00 
COMMBINE AudioAfterBirth 
Cassette $5.00 
DUAL Supercollider 
£0 $10.00 Cassette $5.00 
FEEDLOTLOOPHOLE Honey Barbara 
Cassette $5.00 (CO sold out) 
FITS & STARTS Binary Race 
(0 $10.00 Cosette $5.00 
HARD SLEEPER 
CO plus 72-page book in custom-made box $12.00 
INNOCENCE AT WILL Stephen Sheeran 
0 $20.00 
ITCHY PET 
CD in custom-made box $15.00 
‘MUSIC SAMPLER NO.3 
CD $9.95 (Deluxe version sold out.) 
NOTHING PERSONAL Ray Carmen 
CO $20.00 Cosserte $5.00 
PLAY WITH TOYS Basehead 
Cassette $5.00 (CD sold out) 
SOCIAL GRACES Every Good Boy 
0 $10.00 Cosette $5.00 
SUPERCOLLIDER Supercollider 
CD $10.00 Cosette $5.00 


MULTI-MEDIA 
THE CODEX SERIES 
CD-ROM documents exploring the interactive 
NO.1 CD $12,00 Macintosh format CD only 
NO.2 CD $20.00 Macintosh format CD only 
THROWING APPLES AT THE SUN 
Multi-media CD including 11 fonts. $20.00 
Macintosh format CO only, (Be sure to ask for a FREE copy of 
the Apples CO with any order of $300 or more!) 


PAJAMAS 
HYPNOPADIA (Pajamas only) $45.00 3 item shipping rate 
HYPNOPADIA DELUXE (\ncludes pajamas, Hypnopadia pattern 
font, plus booklet) $95.00 3 item shipping rate. 
Please specify pajama size and font format. 


Only a few extra small 


X-SMALL = men’s shirt size 32, women’s dress sizes 4-6, 


ning! 


POSTCARDS 
THIS 12 
Twelve full-color cards by John Weber $12.00 


POSTERS 
THE APOLLO PROGRAM'S “THROWING APPLES AT THE SUN™ POSTER SET 
4 Posters $15.00 shipped folded 
EYE SLING SHOT LIONS POSTER SET 
5 Posters $20.00 shipped folded 
INDIVIDUAL POSTERS 
Any poster from the below sets $8.00 shipped ina tube 
EMIGRE FONTS POSTER SET 
11 Posters $50.00 shipped in a tube 
EMIGRE MAGAZINE/MUSIC POSTER SET 
5 Posters $35.00 shipped ina tube 


WRAPPING PAPER 
8 Sheets of wrapping paper $22.00 shipped in a tube 


T-SHIRTS 
Please specify size, 
THE APOLLO PROGRAM-EMIGRE T-SHIRT S, ™, |, X. $15.00 
EMIGRE HOUSE LOGO T-SHIRTS, ™, |, X. $17.00 
EMIGRE MUSIC T-SHIRT |. X\ $15.00 
EMIGRE SCRIPT LOGO T-SHIRT 5, M, \, XL $15.00 
HAT T-SHIRT X\ $25.00 
DESIGN IS 4 GOOD IDEA T-SHIRTS, M, \. X\ $15.00 


MOUSEPAD \ 
"DESIGN IS A GOOD IDEA” MOUSEPAD $3.95 
(Be sure to ask fora free Mousepad with any order 
of $300 or more!) 


ORDER FORM 


ITEM DESCRIPTION: specity size or format if applicable 


Leanne EEE | 
SHIPPING RATE CHART 
Count the number of items in your order; then see 
| B00KS: see book price list for shipping rate: 
FONTS: count as one item, regardl 
| MUSIC: count as one item, regardless of the number of CD's or Cassettes. 
POSTER: 
recommend that you pay for Express, Two Day or Overnight shipping to 


e chart below, 


‘of the number of fonts or packog. 


1 count as a Ist item, regardless of the number of posters. We 


avoid receiving damaged posters. Posters are shipped ina tube. 
MAGAZINES, T-SHIRTS, ETC.: count each piece as a separate ite, 
0D: add $5.00 for COD delivery; available only within the US. 


IF YOU ARE ORDERING FONTS: 
Please specify the number of printers and 
CPUs at your location 

Each Emigre font is automatically licensed 
for 1 printer with 5 CPUs. For license Aro 
upgrades call 800.944.9021 or email 


sales@emigre.com fora price. 
— SALES TAX: 7.75 % if shipped to California 


* of CPU's: * of printers 


SHIPPING: see rate chart on right 


Express 


Email 
Fonts 


Please specify your format 


Mac PostScript Type t 
ATM & System 7 and & Compatible 


Mac TrueType 


Requires System 7 or 8 


1BM/PC 
Requires Windows 


space 


All checks must be made out to Emigre and made payable through a US bank in US dollars. 


Oo O00 


Cardholder's signature 


Cardholder's name as it appears on the card 


O rem csstorer 


DELIVERY ADDRESS: no shipping to P-0. Box addresses; please print clearly 


Name and company: 


Addres 


City, state, zip or postal code, and country: 


Phone number, including area code: 


Email address (Receive updates electronically.) 


BILLING ADDRESS (if different from delivery address). Required for credit card orders. 


Address, including suite or apartment number 


City, state, zip or postal code, and country’ 


Economy} 


USA SHIPPING asriren | EACH ADD'L ITEM 
| USA = economy 1-2 weeks $03.50 + 50.50 
| Two day; continental US | $06.00 + $1.00 
Overnight; by 3:00 pm $15.00 +$1.00 
Overnight; by 10:30am | $19.00 +$1.00 
xpress Sat, delivery; afternoon $29.00 +$1.00 | 
FOREIGN SHIPPING | FONTS/MUSIC | 1ST ITEM EACH ADD'L ITEM | 
| Canada - economy 2-5 wks | $07.00 $09.00 + $2.00 
| Canada ~ express 2-4 days | $21.00 $23.00 + $3.00 
S. America - express only | $28.00 $36.00 +$3.00 


(economy is not available) 


Europe - economy 2-5 wks | $11.00 $17.00 +$6,00 | 
Europe - express 2-4 days | $23.00 $29.00 + $6.00 | 
Elsewhere - econ. 2-5 wks $12.00 | $22.00 +47.00 
| Elsewhere = expr. 2-4 days | $24.00 $30.00 +47.00 
| 
ORDER BY FAX TOLL FREE Australia | 1.800.12.1937 
FROM OVERSEAS! igium —_| 0800.9594 
You can now fax orders from your Denmark | 801.674 
country directly to Emigre toll free, England —_| 0800.960,248 
24 hours a day! Finland 0,800.158619 | 
France | 0.800.910271 


Germany | 0130,8.13121 
HongKong | 80.96.3560 


| Hungary —_| 00.600.12480 
Ireland —_—| 1.800.55.6380 
Italy 1678.78746 
Japan 0052,125206 


Netherlands| 06.022.1364 
| New Zealand] 0800.441406 


| |S. Africa 0800,992282 
Singapore | 800.1201875 
Sweden 020.79.1220 


Switzerland | 0.800.89.9635 | | 


_—_— 
MAILING LIST ALERT! 
Please help Keep the Emigre mailing list lean and mean; contact us to 


be removed from our list, to remove duplicate address entri 


. to change 


nd to the list 


your address, or to add 0 fr 
Email: salesemig 

Phone: 800.944.9021 
| Fox: 916.451.4381 


Emi 


¢ does not sell or trade its mailing list 


} 

| Prices and availability subject to change without notice. This form is | 

| effective November 6, 2000 

a 

| euro 

| Emigre Font releases prior to 1999 did not include the Euro symbol. 
Therefore, Emigre is offering a special font containing 47 Euro symbols; 
available for free to our customers in Mac PS Type 1, Mac True~ Type and 
Windows formats. The Emigre Euro font contains Eure symbols that 
correspond to the following typefaces: Arbitrary Sans Regular | 
& Bold; Backspacer Round & Square; Base Regular & Bold; Filosofia | 
Regular, Bold & Italic; Journal Text, Italic £ Ultra; Matrix Book, Regular & 
Bold; Motion Light & Bold; Mrs Eaves Roman, Italic & Bold; Remedy Single, 
Single Extras, Double £ Double Extras; Template Gothic Regular & Bold; 

| Tarzana Narrow Regular, Italic, Bold & Bold Italic; Tarzana Wide Regular, 
Italic, Bold & Bold Italic; Triplex Sans Light, Bold & Extrabold; Elliotts Blue 
EyeShadow, Jigsaw Dropshadow, Subluxation Perma, Typhpoid Mary 3D 

| Light, Typhpoid Mary 3D Dark, Venus Dioxide £ Venus Dioxide Outlined; 
Emperor Eight; Oakland Eight & Fifteen. 


FREE FONT DOWNLOAD 
Registered customers can download the Emigre Euro font for free at, 
http://www.emigre.com/Euro.html 

| (the regular price for the Emigre Euro font is $59.) 


Or, you con mail or fax us the font registration form along with the 


purchase receipt 
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typographic personality 


PART II: STRENGTH 
Typefaces, much like the people who use 
them, have distinctive personality traits. 

What makes a typeface strong? 
Large x-heights, prominent descenders, 
boldly chiseled serifs, finely hewn finials. 
fonts with these characteristics demand 

attention, compelling us to read on. 
Actually, the true test of typographic 
strength lies in selecting the right face to 


convey your ideas — it's all in your hands. 


—_GADARE PIT 


garagefonts.com * 302.879.6955 
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WRAPPING PAPER 
8 S $12.00 


BY RUDY VANDERLANS 


Cucamonga, VANDERLANS'S SECOND BOOK OF PHOTOGRAPHS in a series that began with Palm Desert, is a tribute to Don Van Vliet, the founder and 
leader of the cult outfit, Captain Beefheart and The Magic Band. VanderLans retraces their trail, photographing the places and neighborhoods 
frequented by the Magic Band in the late 60s and early 70s. What emerges is a bittersweet picture of Southern California that blends a sense of 
nostalgia with the cold reality of passing time and urban development. The photographs show the suburban Southern California landscape as it 
is today —a land of lush vegetation, concrete, deserts and subdivisions, all under the same vast blue sky. 


The book includes a bonus Cb containing three musical tributes to Don Van Vliet created specifically for this publication by original Magic 
Band members Bill Harkleroad (Zoot Horn Rollo), John French (Drumbo) and Gary Lucas. Playing time 17 minutes. 96 pages, 5-5 x 8.5 
inches, 36 full color photographs, cloth cover with blind emboss, sewn and case bound, with a CD attached in the back. Price $24..95 
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EIDETIC 
NEO 
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Rodrigo Cavazos 


A family of eight typefaces 


EMIGRE FONTS 


Introduction 


I DREW EIDETIC AS A Way of coming to terms with traditional typography 
(certain aspects of it, anyway) that I’d learned to hate as a production artist, 
burnishing tool in hand, in the 1980s. I'd initially intended to meet classi- 
cism halfway, but the exploration proved to be too compelling and I quickly 
crossed that line, and then many others. 

The design itself was born in 1996 under what I consider ideal circum- 
stances: scratched out on grid paper with an old mechanical pencil, from 
the passenger seat of a parked car (somewhere near 2oth and Valencia, in 
this case). The original sketch was considerably more eccentric - a sign of 
its times - with a mixed serif treatment, and quirky bits throughout. Much 
of this evaporated during the development that followed, and ultimately I 
spun off a sans serif variant that allowed me to really focus on functionali- 
ty and cohesiveness. 

I self-published the design as €idetic Serif in February 1998; then in the 
spring/summer of 2000, in collaboration with Zuzana Licko, I rebuilt the 
five base fonts, and added the Black, Omni, and Fractions. Though visually 
similar to the previous edition, €idetic Neo represents a magnitude of 
improvement - from point structure through to hinting. 

Eidetic, the adjective, refers to a mental image of overwhelming vivid- 
ness or clarity. As such, I can safely say that the name does not apply to the 
experience of developing Eidetic, as this is more of an iterative blur for me. 
Certainly, there are memorable milestones and revelations along the way, 
but the name is mostly dedicated to those signature letterforms that link 


the original vision of the design to this final incarnation. 


Rodrigo Cavazos 


Eidetic Neo 
Eidetic Neo 
Eidetic Neo 
Eidetic Neo 


Eidetic Neo 
Eldetic Neo 
EIDETIC NEO 


Eidetic Neo Regular 


PN JeOgo age Calal lil aM) 
OPQRSTUVWXYZ 
oe abcdetghijklmnopq 
rstuvwxyZ 


0123456789 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit eorum claritatem. Inves 


tigationes demonstraverunt lectores legere melius quod ii legunt saepius. Claritas est etiam processus 


ks dynamicus, qui sequitur mutationem consuetudinum lectorum. Mirum est notare quam littera gothica 
quam nunc putamus parum claram anteposuerit 
TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere melius 
16 pt quod ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 


mutationem consuetudinum lectorum. Mirum est notare quam littera gothica, 


quam nunc putamus parum claram anteposuerit. 


ore TYPI NON HABENT CLARITATEM INSITAM; 
est usus legentis in iis qui facit eorum claritatem. 
Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. 


Eidetic Neo Italic 


ABCDEFGHIJKLMN 

OPQRSTUVWXYZ 

» | abcdefghijklmnopgq 
rATUVWXYZ 


0123456789 


TYPI NON HABENT CLARITATEM INSITAM; est wsus legentis in iis qui facit eorum claritatem. Investiga- 
tiones demonstraverunt lectores legere melius quod ii lequnt saepius. Claritas est etiam processus dynam 
icus, qui sequitur mutationem consuetudinum lectorum. Mirum est notare quam littera gothica, quam 


nunc putamus parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonatraverunt lectores legere melius quod 
uaié rf ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur muta- 
tionem consuetudinum lectorum. Mirum est notare quam littera gothica, quam 


nunc putamus parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; est usus 
legentia in iis qui facit eorum claritatem. Investiga- 
tiones demonstraverunt lectores legere melius quod 
ii legunt saepius. 
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€idetic Neo Bold 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
abcdefghijklmnopq 


36/38 pt 


rstuvwxyZ 
0123456789 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit eorum claritatem. Inves- 
tigationes demonstraverunt lectores legere melius quod ii legunt saepius. Claritas est etiam processus 
dynamicus, qui sequitur mutationem consuetudinum lectorum. Mirum est notare quam littera gothica, 
quam nunc putamus parum claram anteposuerit. 


9/12 pt 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere melius 


12/16 pt 


quod ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 
mutationem consuetudinum lectorum. Mirum est notare quam littera goth- 
ica, quam nunc putamus parum claram anteposuerit. 


ae | TYPI NON HABENT CLARITATEM INSITAM; 
est usus legentis in iis qui facit eorum claritatem. 
Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. 


18/20 pt 
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36/38 pt — 


9/2 pt 


12/16 pt 


18/20 pt 
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Eidetic Neo Bold Italic 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
abcdefghijklmnopq 
rATUVWXYZ 


0123456789 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentia in iis qui facit eorum claritatem. Investiga- 
tiones demonstraverunt lectores legere melius quod ii legunt saepius. Claritas est etiam processus 
dynamicus, qui sequitur mutationem conauetudinum lectorum. Mirum est notare quam littera gothica, 
quam nunc putamus parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM, est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere melius 
quod ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 
mutationem consuetudinum lectorum. Mirum est notare quam littera gothica, 
quam nunc putamu. parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; estusus 
legentis in iis qui facit eorum claritatem. Investiga- 
tiones demonstraverunt lectores legere melius quod 
ii legunt saepius. 


36/38 pt 


12/16 pt 


Eidetic Neo Black 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
abcdefghijklmnopq 
rstuvwxyZ 


0123456789 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit eorum claritatem. Inves- 
tigationes demonstraverunt lectores legere melius quod ii legunt saepius. Claritas est etiam proces- 


sus dynamicus, qui sequitur mutationem consuetudinum lectorum. Mirum est notare quam littera 


gothica, quam nunc putamus parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; est usus legentis in iis qui facit 
eorum claritatem. Investigationes demonstraverunt lectores legere melius 
quod ii legunt saepius. Claritas est etiam processus dynamicus, qui sequitur 
mutationem consuetudinum lectorum. Mirum est notare quam littera goth- 


ica, quam nunc putamus parum claram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; 
est usus legentis in iis qui facit eorum claritatem. 
Investigationes demonstraverunt lectores legere 
melius quod ii legunt saepius. 


Eidetic Neo Omni 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
AWD CCL te GUA |X Loa) 
OVO LOS Wl WN x 
0123456789 


ci 


TYPI NON HABENT CLARITATEM INSITAM; est usus Legentis in iis qui facit eorum cLari 
tatem. investigationes demonstraverunt Lectores Legere meLius quod ii Lequnt 
saepius. CLaritas est etiam processus dynamicus, qui sequitur mutationem con- 
suetudinum Lectorum. Mirum est notare quam Littera gothica, quam nunc putamus 
parum CLaram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; eSt uSUS LegenTtis in lis 
qui facit eorum cLaritatem. Investigationes demonstraverunt 
Lectores Legere meLius quod ii Legunt saepius. cLaritas est 
etiam processus dynamicus, qui sequitur mutationem con- 
suetudinum Lectorum. Mirum est notare quam Littera gothica, 
quam nunc putamus parum CLaram anteposuerit. 


TYPI NON HABENT CLARITATEM INSITAM; eST 

usus Legentis in iis qui facit eorum CLar- 

itatem. investigationes demonstraverumt 
Ye Legere meLius quod. 


x | 


36/38 pt 


if 


Eidetic Neo Small Caps & Fractions 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ 
ABCDEFGHIJKLMNO 
PQRSTUVWXYZ 
0123456789 


TYPI NON HABENT CLARITATEM INSITAM; EST USUS LEGENTIS IN IIS QUI FACIT EORUM CLARITATEM 
INVES- TIGATIONES DEMONSTRAVERUNT LECTORES LEGERE MELIUS QUOD Il LEGUNT SAEPIUS. CLARITAS 
EST ETIAM PROCESSUS DYNAMICUS, QUI SEQUITUR MUTATIONEM ( ONSUETUDINUM LECTORUM. MIRUM 


EST NOTARE QUAM LITTERA GOTHICA, QUAM NUNC PUTAMUS PARUM CLARAM ANTEPOSUERIT 


TYPI NON HABENT CLARITATEM INSITAM; EST USUS LEGENTIS IN IIS QUI 
FACIT EORUM CLARITATEM. INVESTIGATIONES DEMONSTRAVERUNT LECTORES 
LEGERE MELIUS QUOD II LEGUNT SAEPIUS. CLARITAS EST ETIAM PROCESSUS 
DYNAMICUS, QUI SEQUITUR MUTATIONEM CONSUETUDINUM LECTORUM. MIRUM 
EST NOTARE QUAM LITTERA GOTHICA, QUAM NUNC PUTAMUS PARUM CLARAM 
ANTEPOSUERIT. 


TYPI NON HABENT CLARITATEM INSITAM; EST 
USUS LEGENTIS IN IIS QUI FACIT EORUM CLARITATEM. 
INVESTIGATIONES DEMONSTRAVERUNT LECTORES 
LEGERE MELIUS QUOD II LEGUNT SAEPIUS. 


THE READERS RESPOND 
t 


Dear Emigre, 

“€migre is the only truly progressive and pluralistic graphic design 
magazine that is a locus for a decentralized discourse on design. It 
is an international meeting place for people interested in exploring 
and expanding the borders of design practice and theory. The only 
prerequisite is an interest in new design and an open mind... Emigre 
is documenting where graphic design is going. And it’s going to be 
interesting.” 

“TAKEN FROM Emigre (The Book) 

lama long-time reader of Emigre Magazine, the earliest issue that 
[still own and proudly display in my studio is issue #12. The above 
quote pretty much epitomizes everything that I've loved about Emigre. 
Ihave completely understood and welcomed the many changes that 
Emigre has gone through over the years and it really is unfortunate 
that the first letter that I have decided to write you is negative in tone. 

Irecently renewed my subscription to Emigre, after a bit of an hia- 
tus, and the first issue that I’ve received in the mail is No. 55. I don’t 
get it. Two “articles,” lots of advertising, and a catalog of products 
for me to invest more of my money. 

Thank you Emigre, for sending me a waste of perfectly good stock, 
and masturbating in my mailbox. I just can't wait to see what my sub- 
scription will bring me next. 

TODD BARSANTI 


ELEMENO DESIGN, TORONTO, ON 


i! 


Dear Emigre, 
Iremember almost to the day and the hour: fall of 1985, after 10 pm, 
in my student-studio at art school. A painter chap I had recently met 
plunked a cassette tape in my hand (veins?) and said it “should inter- 
est me.” It was Trout Mask Replica with a few songs from Mirror Man 
on the end to fill side two. 

I listened to this tape and thought “Great, someone has finally got 
this music thing right.” Thinking I had discovered a new band, I 
searched out my new best friend to get more info. He educated me 
about the fact that the band that recorded Trout Mask Replica had 
not existed for maybe 15 years, and I was bewildered to tears. How? 
Why? As you have confirmed: 

cao ns 

Your book Cucamonga gives some solace on my condition. It is a 
welcome document that most people who get it may not get, but such 
is the condition. 

My smile is stuck, 

TONY 


INTERNET 


iT 


Dear Emigre, 

Many people have been discussing the “new and improved” First 
Things First manifesto for over a year now and I'm glad we have. And 
maybe we are tired of hearing anything else about it. Yes, it is good. 
No, it is bad. Revolution. Evolution. Yes, live less materialistically. 
No, I must eat. Maybe we're tired because everything seems so “fringe” 
(including the manifesto)? Is there an accessible, non-threatening, 
middle of the road “action-step” so people could do nothing but agree 
upon it? 

So why do we do what we do, this graphic design, advertising, com- 
munication? Why does anybody do what they do? A great deal of what 
we do is to please ourselves. We design types enjoy what we do 
because it can fulfill our outlet for creativity. Then there’s the money. 
We need a job so we can pay for the necessities. But we wouldn't do 
what we do if we didn’t find it at least fulfilling in some other way 
than fulfilling materialistic needs. 

Could there be a reason based on selflessness? 

Some designers create things creatively, enjoyably, and most 
importantly get paid for it. And if it means throwing out morals, so 
be it. In the end they look back and say, “Look at what I’ve done!” If 
everything they have done was for the purpose of self (to get paid 
and have a creative outlet), well, good for them. THEY are truly GREAT, 
especially since THEY think so. They have lived their working lives 
solely to please themselves. Is this TRULY how we want to be? 

The First Things First manifesto says to take responsibility for 
your work. Do something not JusT for yourself but for someone else. 
Take a risk. Sacrifice. Selflessness. 

The manifesto does not mean that anyone doing work for “The 
Man’ is bad and is completely selfish. Everyone does something self- 
Less. Whether it is donating money for a cause or holding a door for 
a stranger. We do something. I don’t believe the manifesto was creat- 
ed to make you feel guilty, but to make you THINK critically. 

Perhaps what you should get out of the First Things First mani- 
festo is that we are already doing selfless acts anyway, why not doa 
selfless act with what you do 80% of your lifetime? 

This does not mean to ONLY be selfless if you don't want to. It means 
to be selfless sometimes. Whatever you feel you can handle, whether 
it is specing a 100% post-consumer waste paper, taking on a non- 
profit client for little or no pay, or questioning the client's morals. 
Do SOMETHING. 

So maybe we shouldn't get too bogged down by the verbiage of the 
First Things First manifesto or take it too literally. Take what you 
can get out of it that is selfless to you and THINK about it, selflessly. 
THEN we'll see where to go next. 

Elyo KATAGIRI 
INTERNET 


MORE > 
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Dear Emigre, 

I'm very much tempted to reply to Michael Rock's letter published in 
your READERS RESPOND section (Emigre 54), but unfortunately I'm 
too busy right now. Suffice to say that the final paragraph of his let- 
ter is simply ridiculous. We live in a totalitarian bureaucracy, a 
democracy of false desires. Faced with the Market's dictatorial free- 
dom, we are only granted the right to be mere spectators. Advertising 
people are the image-makers of these present-day democracies of 
false desires, the main architects of the Society of the Spectacle in 
which we live. The world is not a dichotomy. 

But I’ve always preferred black and white to this gray patina 
through which the supporters of the “disappearance of ideologies” 
(that is, ultimately, the triumph of ultra-liberalism and savage capi- 
talism) have “condemned” us to see everything. Everything isn’t 
inherently “Good” or “Bad” these days. Every imbecility has the right 
to a custom-made philosophy for the ignorant “petit bourgeois,” even 
advertising. 

Actually, according to Michael Rock, “Audiences actually can enjoy 
advertisements, even manipulative ones, often finding them more 
entertaining than the surrounding content.” (What audiences? The 
80% of the population whose main function is, according to Noam 
Chomsky, “to follow orders and not think, and not pay attention to 
anything except sports or astrology or the supermarket tabloid head- 
lines”? Or the remaining 20% who have to be “deeply indoctrinated, 
because they're supposed to play some role in the way economic and 
political and cultural life goes on”?) 

Rock finally asks “Imagine if all writers took a pledge to be mean- 
ingful or thoughtful or kind?” (not a bad idea per se, though...). What if 
we were inundated by so many “bad” books (and in the same, suffo- 
cating and coercive way) as we are by so many crappy advertisements? 
Will Michael Rock then be tempted to react in a different way? 

Well, as you can see, I finally found the time to do what I didn’t 
think I could... 

All the best, 

FABRIZIO GILARDINO 


INTERNET 


i 


Dear Emigre, 
I'm happily using Solex. One of my first favorite typefaces was 
Alternate Gothic and I had a helluva time finding it in type shops, so 
1 often photostatted specimens to cut and paste - Solex indeed has 
more of a personality. Please pass along my admiration to Ms Licko. 
MOLLY RENDA 


INTERNET 


t 


Dear Emigre, 
I think you should turn issue 54 into a traveling exhibition. It is an 
excellent survey of what is really happening these days in design. 
Much of the work you've shown in this issue usually gets overlooked 


by the annuals, which is a mystery to me - but perhaps the boundary 
between design and personal expression is a bit too definitive for 
most designers. 
Sincerely, 
CHARLES WILKIN 
INTERNET 


+ 


Dear Emigre, 
What a beautiful issue (Emigre 54)! First and foremost, the cover 
stopped me in my tracks - definitely one of the nicest I've seen on 
your mag in quite some time. But most importantly, the article was a 
fascinating examination of what design does and should accomplish, 
and its true inspiration. I have not read any text that so thoroughly 
captivated my attention since my first reading of Marshall McLuhan’s 
“The Medium is the Message.” As a fine artist who has worked in the 
world of gallery design and has had experience with curating, as well 
as a graphic designer who has struggled with the nature of my field, 
this analogy was a revelation, it was the thought that was floating in 
my mind but could not be expressed concisely enough as to be intel- 
ligible. Thank you for yet another issue to be cherished and read 
endlessly. My faith in your fine company is again fortified. 
A DEVOTED CUSTOMER 
INTERNET 


ii 


Dear Emigre, 
Does no one look at line breaks in your magazine? Check out the last 
line on page 61 and the first line on page 62 (Emigre 54). That should 
not happen, even on the same page, but on a turn page it isn’t forgiv- 
able. 
Best regards, and, exceptions noted, I like the magazine very much. 
JIM RICHARDS | 


INTERNET 


¥ 


Dear Kids, 
I needed a font from your catalog recently as a client had specified 
one of yours. As a result, I am now on your mailing list. Your fonts 
are attractive, well done and reasonably priced. Today I received your 
magazine (Emigre 54). 

My first impression was one of “What in the world is this?” I 
attempted to make sense of the pages of pictures where mimes were 
holding what appeared to be samples of printed matter. | paged fur- 
ther and found the catalog so I began to understand what I was 
holding. I paged further to the letters to the editor, squinted my poor 
old eyes through my bifocals, and managed to read one or two of the 
letters. Finding them somewhat enjoyable, I turned to the front and 
the explanation of the mimes and their work. 


* . . | 
Sorry children, one major design flaw stands between me and your | 


magazine. LEGIBILITY. Yes, legibility. The small, sans serif font used 


57 / MAIL 


is painful to read. The incipient headache caused me to stop midsen- 
tence and abandon the article. I teach a college class called “Graphics 
for Technical Writers” and have also taught customized classes on 
desktop publishing. One of my messages for these classes is “Design 
that stands between the message and the audience is bad design.” 
No matter how cool, how postmodern, how up-to-date you find the 
design, no matter how very with-it your perceived audience (whom I 
think you believe to be the current Y-Generation) finds i 
difficult to read, your message is lost. 


if it is 


I realize that the latest trend among the “trendy” is to use the 
small, slender sans serif for all text. It reminds me of grunge fonts 
of two years ago, a fad. Again, I maintain, that if your design makes 
your message difficult to comprehend, decipher, or even distinguish, 
you have failed. A magazine, an advertisement, a flyer under your 
windshield wiper - all have one thing in common: they are means of 
communication. If your design prevents that communication, you 
have failed. 

1am not going to fill out the form and subscribe, but I am going to 
save the magazine as an example for my classes. This magazine does 
not communicate. 

PAT GIBSON 


INTERNET 


ii 


Dear Emigre, 
These are exciting, weird times. There are shifts happening, the famil- 


iar rumblings of people rediscovering and recommitting to ideals. In 
the design/advertising world, I see those rumblings in the many pos- 
itive and thoughtful reactions to First Things First 2000 and my 
thoughts on revising the ad industry's code of ethics. It seems many 
people are getting suspicious of the promises of consumer culture, 
curious as to what exactly the point is of all our work, wondering 
what to do next. 

Organizations as conservative as the United Nations are sponsor- 
ing audaciously-titled conferences such as “Advertising for a Better 
World: Towards a Communications Strategy for Sustainable Con- 
sumption.” Stuffy publications like Adweek, Business Week and Ad 
Age are examining the “consumer rebellion” and the less and less 
hidden costs of a consumer economy. Stuff is happening. 

A few die-hard modernists remain, many with impressive debat- 
ing skills, but even the most cogent argument will not erase the ennui 
so many are feeling in response to the consumer culture we are liv- 
ing/creating. The critics and cynics can rationalize inaction, but 
deep down many of us know that we can do better. 

That letter from the bitter guy in Rome (Emigre #54) was correct in 
one respect: | certainly don’t have many original thoughts. Thank- 
fully, in this arena, ideas are not judged on originality. Rather, our 
challenge is to continue to build the momentum, support and inspire 
each other and see what ideas we can come up with collectively. That's 
exactly how every worthwhile movement - women’s rights, abolition, 
civil rights, gay rights - has operated. 


The task at hand isn't for any single individual to craft a bullet- 
proof plan to lead us out of the abyss. I believe the challenge is for 
everyone with ears, a brain and a voice to continue to raise aware- 
ness and ask questions: What are the pros and cons of a consumer 
economy? How can the relationship between consumer and corpora- 
tion be less exploitative and more healthy, equitable? As creatives, 
are we bystanders in this process or active participants? What oblig- 
ation do we have to society? Should we limit what we work on? What 
unites us? What is valuable to us? What is worth losing a job over? 
How do we best use our creativity? Can we make a life of advertis- 
ing/design resonate within us in a deep, meaningful way? How? 

I'll be the first to admit that my thinking, and maybe the thinking 
of many involved in the area of sustainability, is a bit idealistic and 
maybe naive. I believe this is a process. The ideas will mature and 
maybe even develop wisdom as we test them in the real world. 

I'm writing this to encourage and remind myself as much as any- 
one: This is worthwhile work, regardless of where it leads. The issues 
are complex, improvements in our industry will not come immedi- 
ately or without sacrifice, and I doubt any of us are holding our breath 
for any utopian consumer paradise, but | believe this: examining 
what we do and how it affects the world will help us as individuals 
make the sort of informed choices that help us sleep a little better at 
night and give us greater meaning in our work. And if enough of us 
do that, who knows? 

Thanks to Emigre for keeping the discussion going. 

Sincerely, 

JELLY HELM 


INTERNET 


Vent, Respond, Comment, Criticize... 
SNAIL MAIL: 4475 D Street, Sacramento, CA 95819, U.S.A. 
FAX: (916) 451 4351 


EMAIL: editor@emigre.com 


¥ 


Emigre will not publish letters sent anonymously and/or without a return address. 
Direct all questions regarding subscriptions, back issues. submission guidelines. font 


sales. technical support and distribution to: sales@emigre.com 
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Continued from page 24 
ter, generates the same kind of hardware waste at a steady pace. Fortunately, 
there are always people finding ways to balance out the shortsightedness of 
others. While the computer industry continues to produce and market new 
equipment at an ever-increasing rate without much regard for the environ- 
ment, others have invented ways to soften the blow that “progress” inflicts 
upon planet Earth. Over the past years, computer recycling centers have 
sprouted all over, providing a necessary service ina waste-based society. 
These organizations recycle, refurbish or upgrade donated computer hard- 
ware and software and redistribute these items to disadvantaged individuals, 
nonprofit organizations, schools, libraries, and developing countries. 
Following is a comprehensive list of such recycling centers compiled by 
Anne Bubnic. This list is not a license to consume more. It’s a call to recycle, 
instead of simply discard, what you already have consumed, which is only 
one part of the solution to save this planet. The other part is to consume less, 
and for manufacturers to become as radically inventive in manufacturing as 
in marketing their products by using eco-friendly and reusable materials, 


and for us consumers to encourage and demand this. 


THE EMIGRE LEGACY 


Organizations that facilitate the donation of used computer hardware. 


To learn more about each organization, please visit the Parents Educators Publishers website at: 
http://www.microweb.com/pepsite/index.html 
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National 


ALAMEDA COUNTY COMPUTER 
RESOURCE CENTER 

Contact: James Burgett 

5725 International Blvd., Bldg. D 
Oakland, CA 94621 

(510) 434-1325 


COMPUTERS FOR LEARNING 
Washington, D.C. 
(888) 362-7870 (1-5 pm EST) 


EAST-WEST EDUCATION 

DEVELOPMENT FOUNDATION 

Contact: Wayne D. King / Stephen Farrell 
East-West Education Development Foundation 
504 Dudley Street 

Roxbury, MA 02119 

(617) 442-7448 phone 

(617) 442-7228 fax 


EDUCATIONAL INSTITUTIONS 
PARTNERSHIP PROGRAM 

(U.S, Dept of Defense) | 
Contact: Defense Information Systems Agency 
701 S. Courthouse Road 

Arlington, VA 22204-2199 


FLOPPI' FOR KIDDIES | 
RECYCLED DISK PROJECT 

Contact: Carol Blake 

4060 Highway 59 

Mandeville, LA 70471 

(504) 898-2158, (504) 892-8535 


GIFTS IN KIND AMERICA 
Contact: Veronica Connelly 
700 North Fairfax Street, Ste. 300 | 
Alexandria, VA 22314 

(703) 836-2121 ext. 41 phone 
(703)549-1481 fax 


NATIONAL CRISTINA FOUNDATION 
Contact: Yvette Marrin | 
18 Harbor Drive 

Stamford, Conn 06902 

(203) 967-8000, (800) 274-7846 phone 
(203) 406-9725 fax 


NATIONAL EDUCATION TECHNOLOGY INITIATIVE 
Contact: Jay Allen Samit | 
P.O. Box 55303 | 
Sherman Oaks, CA 91413 
(818) 7803344 


NON-PROFIT COMPUTING, INC. 
Contact: John L. German 

40 Wall Street, Suite 2124 | 
New York, NY 10005-1301 | 
(212) 7592368 


Arizona 


ANOTHER BYTE, INC. 
Contact: Charlie Dibella 
Scottsdale, AZ 86001 


California 


ADAPTIVE COMPUTER EMPOWERMENT SERVICES: 
Contact: Bud Sayles 

1290 Cushman Ave. 

San Diego, CA 921103903 

(619) 275-5028 phone 

(619) 275-6381 fax 


ALAMEDA COUNTY COMPUTER | 
RESOURCE CENTER 
Contact: James Burgett 
5725 International Blvd., Bldg. D | 
Oakland, CA 94621 
(510) 434°1325, 


BMUG COMPUTER PLACEMENT PROJECT 
Contact: Colleen Miller 

1442A Walnut Street #62 

Berkeley, CA 94709 

(510) 549-2684 x210 


COMPUTER RECYCLING Corp. 
Contact: Mark Hoss 


2971 Mead Avenue | 


Santa Clara, CA 95051 
(408) 327-1800 phone 
(408) 327-1801 fax 


COMPUTER RECYCLING PROJECT, INC. 
Contact: Richard Blackston 

479 Bartlett Street 

San Francisco, CA 94110 

(415) 342-2244 


COMPUTERS AND YOU 
GLIDE MEMORIAL CHURCH 
330 Ellis Street Rm 610 
San Francisco, CA 94102 
(415) 674-6150 phone 

(415) 922-0756 fax 


DETWILER FOUNDATION 

Computers for Schools Program 
Contact: Tanya Haney 

470 Nautilus Street, Suite 300 

La Jolla, CA 92037 

(800) 939-6000, (619) 456-9045 phone 
(619) 456-9918 fax 


GOODWILL INDUSTRIES OF ORANGE COUNTY 
Contact: Nancy Quarles 
(714) 547-6301 


GOODWILL INDUSTRIES OF REDWOOD EMPIRE | 
651 Yolanda Ave. 

Santa Rosa, CA 95404 

(800) 400-2720, (707)523-0550 


KIDSOURCE ONLINE 
1066 Kelly Drive Ste 113 
San Jose, CA 95129 
(408) 253-0246 phone 
(408) 253-7391 fax 


KOMPUTERS 4 KIDS | 
(714) 990-7827 
(714) 529-2137 


Colorado 


COMPUTER EQUAL START 
EDUCATIONAL PROGRAM. 
Contact: Daryl Hunt 

Grand Junction, CO 

(970) 243-4647, (970) 243-6654 


COMPUTERS FOR COMMUNITY 
Contact; William Whitelock 
10255 E. 25th Ave. Unit 1 
Aurora CO 80010 

(720) 859-0325 


GLOBAL TECHNOLOGIES FOUNDATION 
Contact: Phil Friedman 

Box 4861 

Boulder, CO 80306 

(303) 440-1155 


Connecticut 


COMPUTERS 4 KIDS 
Contact: John Gallante 
20 Tuttle Place 
Middletown, CT 06457 
(860) 635:5460 phone 
(860) 635-4920 fax 


NATIONAL CRISTINA FOUNDATION 
Contact: Yvette Marin 

591 West Putnam Avenue 

Greenwich, CT 06830 

(203) 622-6000, (800) 274-7846 phone 
(203) 622-6270 fax 


Delaware 


GOODWILL INDUSTRIES OF DELAWARE 
Computer Recycling Center 

300 East Lea Boulevard 

Wilmington, DE 

(302) 761-4646 phone 

(30a) 761-4649 fax 


NEW LIFE COMPUTER FOUNDATION | 
24026 Gilmore Street 
West Hills, CA 91307 

(818) 348-9264 phone 
(818) 348-9261 fax 


NONPROFIT SERVICES 
Contact: James Chao 
Nonprofit Services 
1605 63rd Street 
Emeryville, CA 94608 
(510) 658-4760 


OAKLAND TECHNOLOGY EXCHANGE 
Contact: Bruce Buckelew or Oliver Ewing 
4351 Broadway 

Oakland, CA 94611 

(510) 428-2493 phone 

(510) 547-0884 fax 


PROJECT YES (YOUTH EMPLOYMENT SKILLS) 
Contact: Eric W. Gray 

Columbia Park Boys & Girls Club 

450 Guerrero Street 

San Francisco, CA 94110 

(415) 861-8232 


SHELTER HILL COMPUTER LEARNING CENTER 
Contact: Nicolas Retsinas 

Shelter Hill Apartments 

Mill Valley, CA 

(415) 383-1577 


SMART VALLEY, INC. 

Contact: Pete Sinclair 

2520 Mission College Boulevard, Ste 202 
Santa Clara, CA 95054 

(408) 562-7707 phone 

(408) 562-7677 fax 


District of Columbia 


DAVIS MEMORIAL GOODWILL INDUSTRIES 
BARGAIN BYTES 

Contact: Hal Gangnath 

2200 South Dakota Avenue, NE 

Wash DC 20018 

(202) 636-4225 ext. 1245 


Florida 


ALACHUA RECYCLING PROGRAM 
Contact: Joel Bridges 

2603 NW 13th Street #315 
Gainesville, FL 32609 


COMPUTERS FOR THE DISABLED 
Contact: Dr. David Rafky 

Charles Babbage Memorial Foundation 
Box 16-1443 

Miami FL 33116-1443 

(G05) 274-0099 phone 

05) 271-8904 fax 


Georgia 


COMPUTERS FOR FAMILIES 

Contact: Mark Starr 

285 Dove Drive 

Hephzibah, GA 30815, 

(706) 592-5299, (404) 978-2610 phone 
(877) 599-7813 fax 


FREE BYTES NP, INC. 
Contact: Charlie Shufeldt 
P.O. Box 550371 

Atlanta, GA 30355-0371 
(404) 364-2136 


Computer Recycling Centers (CONTINUED) 


GEORGIA TOOLS FOR LIFE / REBOOT 
Contact: Carolyn Phillips 

| c/o Friends of Disabled Adults 

4900 Lewis Road 

Stone Mountain, GA 30083 

(404) 657-3057 phone 

(404) 657-3086 fax 


OGLETHORPE MALL ECO PROGRAM 

“Take A Byte Out of Litter” 

7408 Abercorn St 

Savannah, GA 

(912) 354-7038 — 


Mlinoia 


ARGONNE COMPUTER RECYCLING PROGRAM 
Contact: Tim Carothers 

9700 S. Cass Avenue 

Argonne, IL 60439 

| (630) 252-2786 


COMPUTERS FOR SCHOOLS 

Contact: Chris Holinger 

3642 N. Springfield Ave. 

Chicago, IL 60618-4029 

(800) 939-6000, (773) 583-7575 phone 
(773) 583-7585 fax 


60 


EDUCATIONAL ASSISTANCE, LIMITED 
Contact: Claudia Mancini 

P.0. Box 3021 

Glen Ellyn, 1 60138 

(630) 690-0010 phone 

(630) 690-0565 fax 


Hr Indiana 


BUDDY UP WITH EDUCATION 

Contact: Marlene Schick 

Central Indiana Educational Service Center 
H 6321 La Pas Trail 

Indianapolis, IN 46268 

(317) 387-7104 


BUDDY SYSTEM PROJECT 

Contact: Mary Jo Erdberg 

Corporation for Educational Technology 
(800) 53-BUDDY 


HOMELESS HARDWARE | 
Contact: Everett Lumpkin 
10604 E. St Rd. 18 
Galveston, IN 46932 


lowa 


R.O.C.K. (RECYCLE OLD COMPUTERS KINDLY) | 
Contact: John Edwards 

Resource Center/Old Neveln School 
400 Southwest School Street 
Ankeny, lowa 50021 

(515) 965-5616 


Kansas 


SURPLUS EXCHANGE OF WICHITA — 
Contact: Glenda Shively 

121 N. Mead 

Wichita, Kansas 67202 

(316) 267-2553 


Kentucky 


COMPUTER RECYCLING PROJECT 
THE COMPUTER PLACE 

Contact: Bud Stuber 

The Computer Place 

(606) 878-0900 


Louisiana 


LOUISIANA DEPT OF ENVIRONMENTAL QUALITY 
& WASTE REDUCTION/RECYCLING 

State Dept of Louisiana, 

Dept of Environmental Quality 

Contact: John Rogers 

PO Box 82178 

Baton Rouge, LA 70884-2178 

(504) 765-0249 phone 

(504) 765-0299 fax 


Maryland 


COMPUTERS FOR TEACHERS: 
Contact: Matt MacIntire 
Capital PC Users Group 
Rockville, MD 

(301) 762-9372. 


COMPUTER RECLAMATION, INC, 
Contact: Michael Wiggins 

912 Thayer Avenue, Suite 210 
Silver Spring, MD 20910-4570 
(301) 495:0280 


LAZARUS FOUNDATION 
Contact: Don Bard or Larry Medoff 
10378 Eclipse Way 

Columbia, MD 21044 

(410) 740-0735 phone/fax 


THE PHOENIX PROJECT 
Contact: Art Silvergate 
8623 Spruce Run Court 
Ellicott City, MD 21043 
(410) 750°2435. (301) 731-9062 


Massachusetts 


EAST-WEST EDUCATION 

DEVELOPMENT FOUNDATION 

Contact: Wayne D. King / Stephen Farrell 
504 Dudley Street 

Roxbury, MA 02119 

(617) 442-7448 phone 

(617) 442-7228 fax 


MINDSHARE COLLABORATIVE: 
Contact: Charles Thompson 
P.0. BOX 35389 

Brighton, MA 02135, 

(617) 787-7870 phone 

(617) 7871636 fax 


TECSCHANGE 

TECHNOLOGY FOR SOCIAL CHANGE 
Contact: Aram Falsafi 

1151 Massachusetts Avenue 
Cambridge, MA 02138 

(617) 783-1668 


VIRTUALLY WIRED EDUCATIONAL FOUNDATION 
Contact: Coralee Whitcomb 

55 Temple Place 

Boston, MA 02111 

(617) 542.5555, 


Michigan 


TELECITY USA COMPUTER RECYCLING 
Contact: Dave Clark 

960 King Highway 

Kalamazoo, MI 49001 

342-7377 342-9619 


THINK DETROIT COMPUTER RECYCLING 
Contact: Michael Tenbuach 

1419 West Warren 

Detroit, MI 48208 

313) 833-1600 phone 

G13) 833.1616 fax 


Minnesota 


COMPUTERS FOR SCHOOLS 
Refurbishing Program 

970 Pickett Street North 
Bayport, MN 55003-1490 
(652) 779-2816 phone 

(653) 351-3606 fax 


DRAGnet COMPUTER RECYCLING 
Contact: Gordon Gillesby 

84o 1ath Avenue, N.E. 
Minneapolis, MN 554131537 
(612) 378-9796 phone 

(612) 378-9794 fax 


Missouri 


THE SURPLUS EXCHANGE 
Contact: Rick Goring 
1107 Hickory 

Kansas City, MO 64101 
(816) 472-0444 phone 
(816) 472-8105 fax 


Nevada 


CLARK COUNTY PUBLIC EDUCATION FOUNDATION 
Computers For Kids 

Contact: Judy Steele 

2832 East Flamingo Road 

Las Vegas, NV 89121 

(702) 799-1042 


New Hampahire 


COMMUNITY COMPUTER EXCHANGE 
Contact: Stephen Pereira 

46 Stowell Road 

Bedford, NH 03110-4715 

(603) 472-4049 


New Jersey 


FAMILY FRIENDLY COMPUTING PROGRAM 
Contact: Karen G. Schneider 

¢/o Patterson Education Fund 

Patterson, New Jersey 

(201) 881-8914 


SHARE THE TECHNOLOGY PROJECT 
Contact: Barry Cranmer 
(609) 234-6156 


UNITED WAY OF NORTH ESSEX COMPUTER 
RECYCLING PROJECT 

Contact: Joan Fisch 

(973) 746-4040 


New York 


COMPUTERS FOR CHILDREN 
P.O. Box 76 

Buffalo, NY 14201-0076 
(716) 843-8880 phone 

(716) 843°8883 fax 


DISABLE HOTLINE, 
(718) 439-0257, (718) 642-9786 


LINCT COALITION 

(LEARNING & INFORMATION NETWORKING 
VIA COMMUNITY TELECOMMUNICATING) 
Contact: P. Kenneth Komoaki 

The Hamlet Green Ste 3 

103 West Mantauk Highway 

Hampton Bays, NY 11946 

(516) 728 9100 phone 

(516) 728 9228 fax 

For PC Donations, 

Contact: Paul Foldes 

(703) 751-0656 


Computer Recycling Centers (CONTINUED) 


NON-PROFIT COMPUTING, INC. 
Contact: John L. German 

40 Wall Street, Suite 2124 
New York, NY 10005-1301 
(212) 759-2368 


OPERATION CROSSROADS AFRICA, INC, 
Contact: LaVerne Brown 

475 Riverside Drive 

New York, NY 10115-0050 

(212) 870-2106 phone 

(212) 870-2055 fax 


North Carolina 


EXPLORNET COMPUTER RECYCLING 
Contact: Chris O'Shields 

4909 Windy Hill Drive 

Raleigh, North Carolina 27609 
(919) 878-0540 


RECYCLED EQUIPMENT ASSISTANCE PROGRAM. 
Contact: Dana Scrogga/Jim Parhamovich 
Charlotte Institute of Rehabilitation 

(704) 342-7335 


Ohio 


COMPUTER OWNERSHIP FOR NEIGHBORS 
c/o Stockyard Area Development Assn. 
6209 Storer Avenue 

Cleveland, OH 44102 

(216) 631-1270 (phone) 


DAYTON MICROCOMPUTER ASSOCIATION 
Contact: Brother Ben Zalewski 

301 Valley Street 

Dayton, OH 45404 

(513) 229-3657 

(513) 222-5222 (TRC) 


ELECTRONIC RESOURCE EXCHANGE PROJECT 
Contact: Sue Guel 

4985 Osage Street 

Gahanna, OH 44224-3503 

(330) 686-6570 


M.ULS.LC. 

Computer Recycling Center 
Contact: Leslie Jennings 
1633 Broadway Avenue 
Lorain, OH 44052 

(216) 244-5604 phone 

(216) 244-5606 fax 


NORMANDY HIGH SCHOOL 
COMPUTER RECYCLING PROJECT 
Contact: Deborah Kennedy 

2500 West Pleasant Valley Rd 
Parma, OH 44134 


NORTH COAST COMPUTER RECYCLING 
Contact: Frederick J. Lisy 

27431 Farringdon Avenue 

Euclid, OH 44123 

(216) 791-6720 


OHIO TECHNOLOGY ACCESS PROJECT 
Drop Off Site: 119 Valley Street 
Dayton OH 45404 

(937) 222-2755 


COMPUTERS FOR KIDS 

Contact: Patricia and Michael Noble 
735 Cambridge Avenue 
Youngstown, OH 

(330) 783-9384 


Oregon 


OREGON PUBLIC NETWORKING 
P.O, Box 1914 

Eugene, OR 97440 

(503) 448-9637 


THE STRUT ALLIANCE 

(STUDENTS REPAIRING USED TECHNOLOGY) 
Contact: Greg Sampson 

5825 NE Ray Circle 

Hillsboro, OR 97123, 

(888) 990-7500 

(503) 690-1410, (503)690-1673 phone 

(503) 614-1281 fax 


Pennsylvania 


CARNEGIE-MELLON 

COMPUTER RECYCLING CENTER 
Cyert Hall, Rm A-75, 

Pittsburgh, PA 

(412) 268-7801 


GOODWILL COMPUTER RECYCLING CENTER 
Contact: Lisa Campbell 

2600 East Carson St. 

Pittsburgh, PA 15203, 

(422) 481-9005 ext.353 phone 

(422) 481-9371 fax 


LIBERTYNET 

Contact: Chris Higgins 
3624 Market Street 
Philadelphia, PA 19104 
(215) 387-6440 phone 
(215) 382-2333 fax 


UNIVERSITY CITY HIGH SCHOOL 

Contact: Anne Urevick 

Computer Servicing Technology 

3601 Filbert Street (@ 36th) 

Philadelphia, PA 19104 

Philadelphia Area Computer Society (PACS) 
(215) 387-5379 


SHARE THE TECHNOLOGY 
Contact: Barry Cranmer 
(609) 234-6156 


SCROUNGE 

(STUDENT COMPUTER RECYCLING TO OFFER 
UNDERREPRESENTED GROUPS IN EDUCATION) 
Contact: Geradine Russell 

Pennsylvania State University 

101 South Frear Lab 

University Park, PA 16802 

(814) 863-7688 


South Carolina 


COMPUTER RE-USE NETWORK 
Contact: John A. Schweikart 
P.0.Box 1078 

Hollywood, SC 29449 

(803) 889-8247 


Tennesee 


JERICHO ROAD 

COOPERATIVE COMPUTER MINISTRY 
Contact: Nathan Hill or Richard Cook 
4511 Violet Cove 

Memphis, TN 38122 

(901) 763-3886 


Texas 


COMPUTER RECYCLING FOR EDUCATION 
k COMMUNITY ENHANCING RESOURCES 
Contact: Louis Orozco, Jr. 

P.0, Box 792504 

San Antonio, TX 78279-2504 

(210) 675-1810 phone 

(210) 341-1572 fax 


DALLAS COMPUTER LITERACY PROGRAM 
Contact: George David 

4208 University Blvd. 

Dallas, TX. 75205 

(214) 746-4888 phone 

(214) 746-4889 fax 


GOODWILL COMPUTER WORKS 
Contact: Jamie 

8701-A Research Blvd 

Austin, TX 78758 

(512) 835-8839 phone 

(512) 835-8926 fax 


HISTORICAL COMPUTER SOCIETY 
Contact: David Greenlish 

10928 Ted Williams Place 

El Paso, TX 79934 


WEB CLUBS OF AMERICA 
700 Rocky River Road 
Austin, TX 78746 

(512) 485-7850 phone 
(12) 328-9107 fax 


Utah 


UTAH DIVISION OF GENERAL SERVICES 
Surplus Property Program 

522 South 700 West 

Salt Lake City, UT 84104 

(Bon) 533-4016 fax 


Vermont 


ASSISTIVE TECHNOLOGY RECYCLING PROJECT 
RECYCLE NORTH 

Contact: Scott Buckingham 

266 Pine Street 

Burlington, VT 05402 

(802) 658-4143 phone 

(802) 658-0543 fax 


Virginia 


AUTOMATION RESOURCES INFORMATION 
CENTER / EDUCATIONAL INSTITUTIONS 
PARTNERSHIP PROGRAM 

(U.S. Dept of Defense) 

Contact: Sharon Sellers or Gina Meehan 
Defense Information Systems Agency 

701 S. Courthouse Road 

Arlington, VA 22204-2199 

(703) 696-1904 phone 

(703) 696-9207 fax 


GIFTS IN KIND AMERICA 
Contact: Veronica Connelly 

700 North Fairfax Street, Ste. 300 
Alexandria, VA 22314 

(703) 836-2121 ext. 41 phone 

(703) 549-1481 fax 


SECOND CHANCE PROGRAM 
Contact: Bob Kelly 

10700 Page Avenue 
Fairfax, VA 2030 

(703) 246-4542 phone 

(703) 591-6442 fax 


Washington 


COMPUTER BANK CHARITY 
Contact: Don Brasher 

15062B 15th Avenue, N.E 
Seattle, WA 98155 

(206) 631-0894, (206) 365-4657 


INTERCONNECTION COMPUTER RECYCLING 
Contact: Charles Brennick 

2015 N Machias Rd 

Lake Stevens, WA 97401 

(425) 280-4577 


Wisconsin 


CASCADE ET MANAGEMENT 
COMPUTER RECYCLING 

1009 Jonathon Drive 
Madison, W153713 

(608) 271-6181 phone 

(608) 271-6194 fax 


NOTES FROM A KULTURAL BACKWATER. 


DATELINE: NEW YORK CITY, SEPTEMBER 1ST 7:30 AM. 

The truck was loaded, The Cannon XL-1 was charged and the Cross Bronx was backed 
up. It was Labor day weeKend and I had to get my shit out of this god forsalen Uhaul™ 
and up and running by 5 if i was going to have a sound check and rehearsal. I needed 
the time to male sure the solenoids were firing, the bass was boom’n and my triggers 
were tripp’n. First curtain was at 7:30 and i was starting to sweat. I told the theater, “it 
tales me six and a half hours to unpacl, plug in, turn on and walk out on stage. That's 
with no rehearsal, no dry run... nothin. Last month in New Orleans, that same shit bit 


me in the ass. I came up looli’n like a fool. When there are 400 people in the audience 


and it’s me alone on stage, i'm not ful’n around. I need my tech time.” Got in. Unpached 
with haste. Apparently, Labor day weeHend in Manhattan consists of a mass exodus to 
the Jersey Shore or some shit. Attendance was down, I pressed on with strength. 
SaturDAY, I got it on with the XL-1 mini-dv. Saturday night at one I pacKed 500 plus 
pounds of equipment into the trul, braved the rottweiler at the night drop, and was 
asleep by 4:30. This shit's an endurance sport... I've run the Marine Corps marathon 
twice. I worHout 4 times a weel, ‘n Let me tell you, 4 shows in two days and I can barely 


walk for a weeli 


DATELINE: TROVISO, ITALY SEPTEMBER 23rd 12:30 PM. 


(At the distinct rish of coming off as a name dropping pompous ass .).The departure of 


Oliviero Toscani, the completion of Tadao Ando’s “campus” and the consolidation of 
Benetton’s creative assets apparently necessitated an international dedication/press 
conference/exhibition. Mhen Luciano Benetton Hicks out the jams for a dinner party 
under the September shy, it’s a pretty safe bet the food won't suck. The fried pumpHin 
flowers were “off da hoo.” ANywAy, Fabrica has charted a new course. Among other 
things, I was there to finalize the details of commuting from Greenwich to Troviso one 


weel\ a month to serve as a Visiting Artist. I'll be there till next fall. 


- elliott earls 
at the apollo program 
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FREUPE SCHONER GOTTER FUNKE 


Dot Dot Dot (www.dot-dot-dot.org) 
Graphic design / Visual culture magazine 
Pilot issue $12 from Emigre 
www.emigre.com (1 800 944 9021) 


THE SCHOOL OF THE ART |NSTITUTE OF CHICAGO 


DESIGN INITIATIVE. 
LEADERSHIP AND TEACHING POSITIONS IN DESIGN. 


The School of the Art Institute of Chicago will significantly expand its undergraduate and graduate programs in design, 
combining disciplinary focus with an exploration of new and emergent transdisciplinary fields (sustainability, interaction 
design, design of services, user-centered design etc.). The initiative will establish SAIC as a leading national and 
international innovator for design education, research and development. 


The School is seeking persons to fill leadership and/or teaching positions in visual communication, fashion, interior 
architecture, architecture, product-furniture-object design, design history, theory & analysis, and in the emergent 
transdisciplinary areas. Leadership candidates will have an interest in leading undergraduate, graduate and post- 
professional programs in their areas of expertise and in contributing, at a high level, fo the development and 
management of the design initiative as a whole. For all positions a willingness to work as a part of the cross- and | 
transdisciplinary- design initiative is essential | 


Application Procedure 
Send: curriculum vitae, videotapes, CD-Rom, or CD-Roms with websites, course syllabi, and statements on teaching 
philosophy and research or work to: 
Design Initiative Search Committee / EMG 
The School of the Art Institute of Chicago 
Dean's Office 
37 S Wabash Ave 
Chicago, IL 60603 


For priority consideration all application materials must be received by (not postmarked) 
no later than Friday, January 19th. | 
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